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LEO BURNETT USA 

35 West'Wacker Drive, Chicago, Illinois 60601,Tel: (312) 220-^^f $£) ^8-329^ 995 


Mr. Steve Piskor 
Philip Morris, Inc. 

120 Park Avenue 

New York, New York 10017 


Re: '95 Birthday Program Recommendation 


Dear Steve: 

This memo forwards a basic outline of the LBCo. strategy recommendation for 
the '95 birthday program (commencing with April '95 mailings). We would like 
to discuss this memo along with our creative in more detail via conference 
call as soon as possible. 


I. Background/Current Situation 

* Began program in April 19 'A 


• Elements: 

• Card with Vista Creative ("Big Country") 

• 100 Bonus Mile Certificate 

• Red Envelope 

* Audience: 

• 8.3MM Marlboro Smokers 21-45 (April '94-March '95) 

* Options for Evolving the Birthday Program in Year # 2 : 

1. Continue to mail vista creative to all audience segments 

• Consider implementing change with arrival of Thunder in 
Nov. '95 

2. Segment mailing by age and/or gender 

• i.e. Close-Up cowboy creative to YAFS; Action to YAMS 

3. Develop new twist to program beyond a mere creative change 

• Ex: Liquidate MCS I gear as the birthday gift instead of 
continuing use of bonus miles 


II. Recommendation 

A. UjtlljU^^ainl,i,n.e._Be.sji.axcJb_ in Bvalu.a.t.i,n.ci_Bi.r-thda.y-_S-t.r.ateav for '9.5 

• Coming out of December Client meeting, it was decided to 

research birthday card creative segmentation in Female F^search 
being conducted in Jan. '95 

• Female research for January '95 is not being conducted 

• Consensus is not to conduct research solely for purposes 
of the birthday program 

• In addition, female research alone will not provide the 
necessary information to make a qualified decision on 
male/female or age segmentation 
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• Mainline qualitative research conducted in August '94 provides 
insights into age and gender preferences among various smoker 
segments that can be used to look at birthday card segmentation 
possibilities: 

• YAMS favorite content area is ACTION 

• Action is least appealing to YAFS 

• YAFS.and., Mi^dleragS-JaaAg-fimaisa^^ favorite content area is 

SCENERY 

* YAFS reaction to Close-Ups (Smoking Satisfaction) is 
"mixed" 

■ Results of Research is used to determine Mainline segmentation 
strategy and '95 scheduling. Segmentation is seen as the 
efficient and effective manner in which to view and structure 
all Marlboro communication and hence, should also be considered 
for the Marlboro Birthday Card Program in '95. 

• Discovered that "differences among smoker segments speak 
to the importance of careful, audience-specific 
segmentation". 

• As a result, research on smoker segmentation "plays a 
primary role" in current mainline scheduling. 

B. Consider Unique Birrhdav Format as well as Mainline Research/Strateov 

• Birthday cards are a personal, one-to-one format that calls for 
targeted communication and a message that is as relevant to the 
recipient as possible. 

• As evidenced by the vast number of cards that are 
available (and demanded) in the birthday card category 

• Birthday cards are a personal one-to-one communication that can 
be received differently from "mass" advertising images. 

• Ex: Although Mainline features Close-Ups targeted to YAFS 
in select women's magazines, Close-Ups of the cowboy in a 
birthday card format would present the Marlboro Man as 
blatant sex object in an environment where such types of 
cards proliferate the women's birthday greeting 
marketplace. 

C. Adopt Limited Segmentation Strategy for Birthday Program in '95 

• Evolves program to another level in year #2 

■ More relevant program to Marlboro Smokers (esp. YAMS) 

• More strategically advanced/more efficient and 
effective in execution 

• YAMS : Send ACTICN-oriented creative 

• Action is a more relevant, appealing subject area for this 
key Marlboro audience segment and strategic concern (as 
evidenced in the audience focus of other Marlboro 
programs). 

• YAFS. Middle-Aae Male Smokers. Middle-Aoe Female Smokers : 
Continue to send VISTA creative 

» Scenery is the content area with the most broad appeal and 
relevance for these smoker segments, especially in 
consideration of the birthday card's one-to-one 
communication format. 
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D. Keep 100 Bonus Mil.g.s.-Certificate as part., of Birthday Program in '95 

• Liquidating MCS I gear is inefficient from a cost, execution 
and timing standpoint 

• Bonus Miles remain key "Only Marlboro-can-do" element 
(generous gift with proven talk-value) 

• Bonus miles in '95 tie into new program with new gear (i.e. not 
a "stale" offer) 

• 100 Bonus Miles offer is a strong incentive to participate 
in Marlboro Continuity Efforts 


IV. Summary 

• Utilize current Mainline research and strategy to guide thinking on 
Marlboro Birthday Card strategy for '95 while keeping in mind unique 
birthday card format and environment. 

• Evolve Birthday Program in Year #2 by Adopting Segmentation on a 
Limited Scale (two creative versions): 

* YAMS receive Action creative 

* All other segments continue to receive a Vista 

• Keep 100 Bonus Miles certificate as enclosed gift for '95. 


Please give us a call as soon as possible to discuss. Thanks, Steve. 



Rebecca L. Chamian 


cc: Ann von Germeten 

Margot Naldman 

Lisa Boggs 
Martin Copus 
Lori Zeeman 
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